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Abstract 
This research examines user experience (UX) partial influencing effect on customer loyalty and corporate image 
moderation influencing effect on user experience and customer loyalty relationship. The variables used are user 
experience main predictors (functionality, trustworthiness, social, perceived service quality, monetary), customer 
loyalty, and corporate image. Non probability sampling technique is used in this study, and convenience 
sampling is also used as one of the type in non probability sampling. The questionnaires were administered 
through 385 respondents as part of the population. Partial Least Squares (PLS) analysis method is used to 
explain the results. It was found that the most partial influential predictor of UX on customer loyalty is perceived 
service quality while trustworthiness is the least. In the moderation effect by corporate image, it was found that 
trustworthiness is the only influential predictor of UX on customer loyalty relationship.  
 
Keywords: corporate image, user experience, customer loyalty, telecommunication, GSM operators 
 
Abstrak 
Penelitian ini meneliti pengaruh user experience secara parsial terhadap customer loyalty dan pengaruh 
corporate image terhadap hubungan user experience dan customer loyalty. Variabel yang digunakan adalah 
variabel yang memprediksi user experience (functionality, trustworthiness, social, perceived service quality, 
monetary), customer loyalty, dan corporate image. Teknik non probability sampling digunakan dalam penelitian 
ini, dan convenience sampling juga digunakan sebagai salah satu tipe dalam non probability sampling. Kuisioner 
disebar kepada 385 responden sebagai bagian dari populasi. Metode analisis Partial Least Squares (PLS) 
digunakan untuk menjelaskan temuan dalam penelitian. Ditemukan bahwa variabel prediktor user experience 
yang paling banyak mempengaruhi secara parsial terhadap customer loyalty adalah perceived service quality 
sedangkan trustworthiness adalah variabel prediktor user experience yang paling sedikit mempengaruhi. Pada 
hubungan moderasi oleh corporate image, ditemukan bahwa trustworthiness adalah satu-satunya variabel 
prediktor user experience yang mempengaruhi customer loyalty.  
 
Kata kunci : corporate image, user experience, customer loyalty, telekomunikasi, operator GSM 
 
 
1. Introduction 
In earlier condition, cellular operators market in Indonesia can be categorized into two platforms, which are 
CDMA and GSM. In 2014, the penetration of GSM reach 92% of cellular market in Indonesia [1]. The 
domination of GSM platform makes Telkomsel, Indosat Ooredoo, XL Axiata, and Hutchinson 3 as the only 
GSM business players in Indonesia [2]. Those GSM service providers almost facing a stable growth since the 
year 2011 until 2015 according to their annual reports [3],[4],[5],[6],[7],[8],[9]. And the ARPU for those 
operators is in the price range of 24.000 until 43.000 rupiahs. Churn rate issues can’t be avoid by the GSM 
companies, which lead to the company results in loss of revenue and also customer loyalty [10]. According 
to Garrett insist that initiatives strategy that the business players use to maintain its customers loyalty will 
produce experience, and the experience that customers get from using a product or service is very important 
to build their loyalty [11]. Researchers Kim et al. [12] mentioned that user experience as an ambiguous and 
abstract construct that can be elaborate through more concrete attributes or main predictors. The existence of 
corporate image also shows an important role between user experience and relates positively with customer 
loyalty [13],[14]. Therefore, become the author reasons in doing this research. Based on that explanation, this 
study intent to: 
1. Find out the partial influencing effect between user experience and customer loyalty of GSM operators 
in Indonesia. 
2. Find out corporate image influencing effect on user experience and customer loyalty relationship of 
GSM operators in Indonesia. 
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2. Theories and Methodology 
Corporate Image 
Researchers Andreassen and Lindestad defined corporate image as the important routes to customer loyalty 
either in retaining or attracting customers [15]. Sirapracha and Tocquer study in telecommunication services 
showed important relationships between customer experience, brand image, and customer loyalty [13]. 
 
User Experience 
Hassenzahl and Tractinsky defined user experience as a consequence of user’s internal state, the 
characteristics of the designed system such as complexity, purpose, usability, functionality and the context 
within which interaction occurs such as in organizational or social setting [16]. Kim et al. study results in 
user experience for mobile phone and services, claimed that UX is concerned with experience that occurs 
when a user interacts with a product or service. On theirs research, Kim et al. developed three main elements 
of UX which is usability, affect, user value, and their sub elements [12]. 
 
Functional Value 
Sweeney and Soutar defined functional value as the benefit consumers can obtain from the perceived service 
quality and expected performance of the product or service [17]. According to Holbrook in Mishra et al., 
“Linking User Experience and Consumer Based Brand Equity: The moderating role of consumer expertise 
and lifestyle” mentioned that usability aggregates functional value [18]. Following this statement, the terms 
of functional will be use in this study to substitute the use of usability term as it considered that study of UX 
in GSM service provider is more focused on the overall functional aspect due to its interactions 
characteristic.  
 
Trustworthiness 
Trustworthiness is an extent to which a product or service deserves of trust or confidence [12]. According to 
Mcknight and Chervany [19] trust can be viewed as trusting belief and trusting intention. Trusting belief 
refers to the user’s perceptions of attributes of service providers, including the ability, integrity, and virtue of 
the providers. While trusting intention describes the truster’s willingness or intention to depend on the 
trustee.  
 
Social Value 
Social value is an extent to which a product or service provides the user values related to social issues, 
problems, and reforms [12]. 
 
Perceived Service Quality 
Shin and Kim [20] defined service quality as a consumer’s overall impression of the relative efficiency of the 
service provider. According to a study conduct by Agyei and Kilika [21] shows that there is a relatively 
strong relationship between the service quality and customer loyalty.  
 
Monetary Value 
Sweeney and Soutar defined monetary value as the benefit acquired from the product to the reduction of its 
perceived short term and long term costs [17]. According to Tseng and Lo [22] study in telecommunication 
service have found that monetary value is affecting customers’ intentions to upgrade the service that they use 
on their current service provider.  
 
Customer Loyalty 
Customers may demonstrate their loyalty in many ways such as by staying with a provider or not, and 
increasing the number of purchase or the frequency of their purchases [23]. A study result in mobile internet 
subscribers conducts by Chuah et al., [24] claimed that their study provides enrichment to the emerging value 
by proposing a customer-oriented value model such as functional value, monetary value, emotional value, 
customization value, and relational value. They admit that their model can be used to predict the various 
aspect of customer loyalty (attitudinal, behavioral, and composite) in the mobile Internet service background.  
 
Hypothesis  
The hypothesis in this study is: 
𝐻1: The greater the functionality lead to the greater customer loyalty positive relation 
𝐻2: The greater the trustworthiness lead to the greater customer loyalty positive relation 
𝐻3: The greater the social lead to the greater customer loyalty positive relation 
𝐻4: The greater the perceived service quality lead to the greater customer loyalty positive relation 
𝐻5: The greater the monetary lead to the greater customer loyalty positive relation 
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𝐻6: The greater corporate image lead to the greater positive effect on user experience and customer loyalty  
        relation 
 
Research Framework 
 
 
Research framework is proposed based on literature review, using corporate image as the moderating 
variable (M) to understand its effect on relationship between user experience as the independent variable (X) 
and customer loyalty as the dependent variable (Y). According to Nguyen and Leblanc study results shows 
that corporate image relates positively with customer loyalty in telecommunication [14]. Sirapracha and 
Tocquer study in telecommunication services also showed important relationships between customer 
experience, brand image, and customer loyalty [13]. As mentioned by Kim et al [12] that user experience is 
an ambiguous and abstract construct, which can be elaborate through more concrete attributes. Based on this, 
the author first discuss the roles of five main predictors of user experience (X) in literature review and Meta 
analysis, the five main predictors is found which are functionality, trustworthiness, social, perceived service 
quality, and monetary (X1, X2, X3, X4, X5). 
 
 
Research Methodology 
The sample used in this study is 385 which is calculated by using the formula mentioned in Zikmund et al 
[25]. The author used non probability sampling where the member of population has not equal chances to be 
the sample. The convenience sampling is used as one of the type in non probability sampling, which based on 
the convenience of researcher in approaching the population member in order to provide the information 
required in this research [26]. Data analysis technique used is statistical tools SPSS software version 23 for 
pilot test, Microsoft Excel, and SmartPLS version 3.2.6 for Mac OSX.  In partial least square analysis using 
SmartPLS, the analysis conducted is as follows: Outer Model Analysis, Inner Model Analysis, and 
Hypothesis Testing.  
The parameters for Outer model according to Abdillah and Hartono [27] consists of: 
- Convergence Validity:  Outer Loading result should > 0.5,  
and Average Variance Extracted (AVE) result should > 0.5 
- Discriminant Validity:  AVE root > latent variable correlation,  
and Loading score should be > cross loading score (score in other constructs) 
- Reliability Test:   Cronbach’s Alpha and Composite Reliability should be > 0.7 
The parameters for Inner Model [27] consist of: 
- Coefficient determinants (R square) 
The hypothesis testing type of this research is one tailed test right sided, as this research wants to investigate 
the influence of one variable to other variable in positive direction [28]. The parameters is as follows: 
- The hypothesis is accepted if the t-statistic result is higher than the t-table score 
- For one-tailed hypothesis with alpha 5% the t-table value is 1.64 
 
3. Discussion 
Respondents in this study were identified by age, gender, occupation, and their GSM usage period especially 
for those who had been using GSM service for more than six months. The respondent is also categorized 
based on three time and location regions including Waktu Indonesia Barat (WIB), Waktu Indonesia Tengah 
(WITA) and Waktu Indonesia Timur (WIT). From the partial influencing effect result using SmartPLS 
analysis shows that the entire constructs used in this study had passed the convergence validity, because the 
indicators used in this study is valid with outer loading score above 0.5 and average variance extracted 
(AVE) score above 0.5. The discriminant validity test result also shows a good results with AVE root score is 
higher than score in latent variable correlation and the loading score is higher than the cross loading score 
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(score in other construct). The reliability analysis result also indicates that the measurement tools used in this 
research is reliable with the value of Cronbach’s Alpha and Composite Reliability above 0.7. 
 
Coefficient determinants (R square) comparisons 
 
Table 1 R square result with Moderating Effect 
 
R Square 
R Square 
Adjusted 
Y 0.639 0.628 
 
Table 2 R square result without Moderating Effect 
 
R Square 
Y 0.566 
 
The results from Table 9 and Table 10 show score comparisons of coefficient determinants between with and 
without moderating effect. The coefficient determinants score is higher in the existence of corporate image as 
the moderating variable with the R square value 63.9%. It means that 63.9% of dependent variable customer 
loyalty (Y) can be explain by the independent variable trustworthiness (X2) in this moderating interaction by 
corporate image (M) and the remaining 36.1% is explain by other variables which is not include in this study. 
 
Hypothesis Testing for partial influencing effect (𝑯𝟏, 𝑯𝟐, 𝑯𝟑, 𝑯𝟒, 𝑯𝟓) 
 
Table 3 Path Coefficient (Mean, STDEV, T Statistic) 
 
Original 
Sample 
(O) 
Sample 
Mean 
(M) 
Standard 
Deviation 
(STDEV) 
T Statistics 
(|O/STDEV|) 
P 
Values 
X1  -> Y 0.197 0.196 0.068 2.880 0.002 
X2  -> Y 0.145 0.145 0.068 2.137 0.017 
X3  -> Y 0.067 0.072 0.055 1.219 0.112 
X4  -> Y 0.319 0.316 0.076 4.222 0.000 
X5  -> Y 0.166 0.167 0.051 3.259 0.001 
 
The result from bootstrapping calculation in SmartPLS shows that variables in hypotheses 𝐻1, 𝐻2, 𝐻4, 𝐻5 
(functionality, trustworthiness, perceived service quality, monetary) are acceptable because the t-statistics 
value is > 1.64. And for hypothesis 𝐻3 (social) is not retained because this variable is not acceptable due to 
its t-statistic score is less than < 1.64. 
 
Hypothesis Testing for Moderation Effect (𝑯𝟔) 
 
Table 4 Path Coefficient (Mean, STDEV, T Statistic) 
 
Original 
Sample 
(O) 
Sample 
Mean 
(M) 
Standard 
Deviation 
(STDEV) 
T Statistics 
(|O/STDEV|) 
P 
Values 
M Corporate Image -> Y 0.455 0.447 0.059 7.654 0.000 
Moderating Effect X1 -> Y -0.094 -0.089 0.065 1.450 0.074 
Moderating Effect X2 -> Y 0.118 0.113 0.062 1.890 0.030 
Moderating Effect X3 -> Y -0.018 -0.015 0.060 0.303 0.381 
Moderating Effect X4 -> Y -0.010 -0.009 0.074 0.135 0.446 
Moderating Effect X5 -> Y 0.028 0.026 0.055 0.516 0.303 
 
The result from bootstrapping calculation in SmartPLS shows that the moderating variable which is corporate 
image (M) has a positive relation with the relationship between independent variable construct 
trustworthiness (X2) and the dependent variable customer loyalty (Y) with the t-value score 1.89 > 1.64. The 
moderating variable has no positive relation with the relationships of other independent variable construct 
such as functionality, social, perceived service quality, and monetary (X1, X3, X4, X5) as the results of its t-
statistics is < 1.64. 
 
4. Conclusion 
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According to the results of partial least square (PLS) analysis and hypothesis, can be drawn some 
conclusions: 
1. Functionality, Trustworthiness, Perceived Service Quality, and Monetary as the main predictors of user 
experience has positive relation on customer loyalty.  
2. The statistical results shows that Hypothesis 1, Hypothesis 2, Hypothesis 4, Hypothesis 5, and 
Hypothesis 6 in this research are accepted. Therefore, corporate image has positive relation in 
influencing user experience and customer loyalty relationship. 
3. The most partial influential predictor of user experience on customer loyalty is perceived service quality 
while trustworthiness is the least influential predictor. 
4. In the moderation effect by corporate image, the most influential predictor of user experience on 
customer loyalty is only trustworthiness.  
5. In the partial influencing effect, 56.6% of GSM operator customer loyalty (Y) in Indonesia can be 
explained by functionality, trustworthiness, perceived service quality, and monetary as the main 
predictors of user experience (X). In the moderating influencing effect, 63.9% of GSM operator 
customer loyalty in Indonesia can be explained by corporate image (M), and trustworthiness (X2). The 
other 36.1% of GSM operator customer loyalty in Indonesia come from other variable that does not 
mention in this research.  
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